The purpose of this paper is to develop electronic business solutions for electronic fast food restaurants. Specifically, an electronic customer chain model is presented first show how information systems can be integrated into business processes in the fast food restaurant industry. Then, a set of tactical electronic business solutions are derived based on the developed model by using a top-down approach. Pattern analysis is conducted to investigate the implementation status of these developed solutions in the 20 dominant fast food restaurants. Finally, theoretical and practical implications are discussed.
Introduction
Serving delicious morsels and enhancing the idea of food-on-the go, the fast food restaurant industry has been seen to show growth signs, despite the adverse economic pressure. The fast food restaurant industry has been adopting new practices and offering new products adapting to the ever-changing consumer demands and trends. The terms fast food, speed, affordability, and taste, all go hand-in-hand. The fast food restaurant industry, also known as the quick service restaurant (QSR) industry, has acquired an air of inevitability, as if it is a part of our everyday life. The fast food restaurant industry has infiltrated every nook of the US society, over the past three decades. From airports to zoos, from cruise ships to high schools, this industry with high competition levels, constant menu innovations, and trend to healthy meals is serving fast food almost everywhere. The extraordinary growth of this industry has also contributed significantly to employment in the society and has become a powerful symbol of the US service economy. Despite the inescapable critique and blame, the fast food industry has managed to grow and innovate.
With a few hot-dog and hamburger stands in southern California, the fast food industry has been serving up flavoursome morsels for as long as people have lived in cities. The history of the US fast food restaurants dates back to July 7, 1912 , with the first fast food restaurant, Automat, in New York. Since then, with the incentives of taste, speed, and low cost, the fast food industry never looked back. "In 1970, Americans spent about $6 billion on fast food; in 2000, they spent more than $110 billion. Americans now spend more money on fast food than on higher education, personal computers or new cars" (Schlosser, 2001, p.3, Para. 1) . In the US alone, there are over 200,000 restaurant locations! Revenue has grown from $6 billion in 1970 to $160 billion in 2011, at an 8.6% annualised rate. Among the many giant corporations that operate in the fast food industry, the two leading companies are Yum! Brands (which owns KFC, Pizza Hut, and Taco Bell) and the McDonald's Corporation (which owns Boston Market and until 2006 controlled Chipotle Mexican Grill). Not only locally, these giants are rock solid in their extensive global operations as well (Allen and Albala, 2007) . This dynamic industry in the USA continues to grow, with a current market value of the industry worth $51 billion. Sales continue to rise since the operating companies are matching point-to-point with consumer demand for convenience, low price, and quick meals. An increasing number of dual-income families and a trend for longer workdays, make fast food an extremely attractive food option (Allen and Albala, 2007) . The growth of the US fast food chains has also been mirrored abroad, making up more than half of the global fast food market, including Eastern Europe and Asia, with customised menus adapted as per local taste.
The global fast food industry is estimated to account for revenue of $674.9 billion in 2011, or about 36.5% of the global food service sub-sector. Industry revenue is estimated to increase at an annualised rate of 2.9% in the 5 years to 2011 (Global Fast Food Restaurants, 2012) . In recent years, exports have accounted for an increasing share of total revenue of major operators. Many large operators have established franchised operations internationally. Given the mature stage of this industry's life cycle in the domestic market and changes in customer profiles and tastes, many major operators are seeking to increase their growth in revenue and earnings through further global expansion (Samadi, 2011) . The demand for US services in global markets has led to many operators relying on foreign customers and subjecting them to vulnerable economic conditions outside of the United States. For example, in 2010, Yum! International opened 700 restaurants across six continents, while Yum! China opened more than 500 new restaurants in mainland China (Samadi, 2011) .
Many major operators have a high level of globalisation due to the mature stage of the domestic industry, leading these firms to expand internationally in order to increase revenue and earnings. These players include McDonald's Corporation, Yum! Brands Inc., Doctors Associates Inc., Domino's Inc. and Burger King Corporation. However, no major foreign-controlled operators exist in the domestic market. This industry will be subject to increasing globalisation over the coming years. However, as global markets embrace a more Westernised diet, the US fast food restaurants face adverse effects of increased commodity costs. Smith (2011) shares a situation in a simple demand-supply dynamics. US imports lean beef every year from Australia and a certain quantity of that beef gets diverted elsewhere, which results in a reduced supply in the US markets. With domestic demand stable, the slimmer supply means only one thing for US prices: they are going to go up (Smith, 2011) . Increasing prices of beef, dairy, grain, and other commodities are common for the fast food restaurant industry. Yet, higher prices at the commodity-cost level have largely been matched by only modest increases at the consumer level. The US QSR industry can no longer overlook the shifting reality of the global marketplace. Increase in inflation in global markets is adversely affecting the domestic fast food restaurant industry. The cost to produce everything from entrees to side salads is cutting into already thin-profit margins at restaurants feeling the squeeze of soaring food prices (Luna, 2011) . The fast-food chain restaurants attributed the uptick in prices to growing labour, raw material, and energy costs that have risen dramatically over a 30-month period. The National Bureau of Statistics showed that the consumer price index, a key gauge of inflation, rose 4.6% in December year-on-year (Lei, 2011) . As a result, fast food companies are being forced to increase their product prices. The global grain prices also have continued to increase, making the food giants suffer. Market leaders have already started to locally source the majority of its products in its international markets to generate a more efficient cost structure. Yum! Brands' even has their own supply chain and distribution system in China to fight the increasing commodity price battles.
America accounts for 44.2% of the total global fast food market value, with more than 200,000 restaurants. The strong growth in the market is due to the continued innovation by the fast food restaurants, adaptation to consumer taste and preference, and healthy menu addition.
The global fast food market grew by 6.8% in 2011 to reach a value of $252,911.7 million. The compound annual growth rate of the market in the period 2007-2011 was 5.2%. The global fast food market grew by 5.6% in 2011 to reach a volume of 243,204.9 million transactions (Marketline, 2012) . The global fast food market has experienced strong growth in recent years. Strong, accelerating growth is predicted to continue to the end of the forecast period.
Although the weak US economy and consumer health awareness have lowered the fast food restaurant industry growth, this industry has shown signs of fighting back. In 2011, revenue has grown an additional 2.1% to $165.4 billion (Samadi, 2011) . Key players have started to remodel the industry through a long list of innovations like drivethrus, television advertisements, customised menus, online ordering, and work flow processes. The innovations in food service safety, packaging, and design have led to lesser waste, better yield, and higher sales (Sullivan, 2010) . A dual concept of fast food has emerged these days. Food needs to be served quickly also with a greater emphasis on flavour, quality, and ambiance (QSR Magazine, 2010) .
The US fast food restaurant industry is showing improvements, both in terms of revenue and net income, and is ready for long-term growth. However, the concerns lie in the obesity and health issues of the US economy and the nagging sovereign debt issues in Europe (Zacks Equity Research, 2011) . This industry is also one if the highest contributor in the job market in the USA, with McDonald's alone adding 50,000 jobs in the market (Scherer, 2011) . The revenue and the net income are also showing a rising trend, and looking at the historical decade of data, reflect the efforts of this industry in fighting the weakened economy. Upscaling in limited-service restaurant formats, developing contemporary interior spaces, introducing value-menus, and including convenienceoriented platforms like text/online ordering, home delivery, and curbside pickup all have significant role in the current performance of the fast food industry (QSR Magazine, 2010) . Recently, based on a consumer research firm, NPD, "60% of restaurant business growth over the past five years has come from the breakfast sales" (Thorn, 2011, p.30, para. 3) . Keeping in mind consumer preference for healthy meals, many industry players have included healthy breakfast options in their menus. The consumers are also looking for low prices and are very value-conscious. These restaurants are offering enhanced menu items or value-added bundle so that customers have a perception of value whenever they are visiting a fast food restaurant (Parseghian, 2010) .
Problems and issues in the fast food industry
Since late 2006, the fast food industry's growth has been slowed by soaring food and energy prices. The high prices of commodities, combined with the housing slump and a weakening job market are taking a toll on restaurant spending in the USA (the world's largest fast food market, by far). The same food and energy inflation that is corroding consumer spending is also taking a bite out of company margins (Samadi, 2011) .
Several factors have contributed to a dramatic rise in food prices in recent years, including higher oil and energy prices; the growing global demand from rapidly developing economies such as China and India; a weak US dollar; and a larger share of the grain market being diverted to ethanol production. These trends have led to the rapidly rising prices of commodities such as corn and wheat. In 2007, wholesale food prices rose to 7.6%; as of March 2008 that number had increased to 8.5% on a year-overyear basis. At the same time, intense competition limits the ability of fast food operators to pass along rising costs to customers (Sena, 2012) .
Rising concerns for health and wellness are bad news for fast food, which is generally perceived as fattening and unhealthy. Many QSRs have responded to this negative press by adding new, healthier offerings to their menus. Since the beginning of the decade, many companies have also responded by removing trans-fats and other unhealthy ingredients from their offerings (Yin, 2011) .
Market saturation is also a relevant issue in the fast food industry today, at least in the USA. There is a McDonald franchise is in almost every town, and it usually sits in a row with several competitors. With so many competitors, who offer similar products, there are fewer customers per location. Increasingly fast food restaurants are also losing market share to fast casual, a relative newcomer in the restaurant space. With food being more expensive and gasoline prices always on the rise, people have less disposable income and prefer to dine at home. While big and established chains like McDonald's, Yum! Brands, and Starbucks will survive the price increases due to their broad customer base and larger economies of scale, smaller chains will feel the cost pressure. (Yin, 2011) .
Impact of information technology on fast food restaurant industry
Internet technologies are gaining importance in supporting core business applications that once ran only on desktop computers. Technologies for interacting with customers have even reached the tiniest screens of smart phones. Social media is also becoming a normal part of the business. Restaurant company IT departments have started work hand-in-hand with marketing teams, public relations, and even operations to get the best returns from social media activities. (Jennings and Frumkin, 2010) . Information technology (IT) has changed the fast food restaurant industry dramatically. With the increasing use of the internet, it has become much easier to acquire company information, promotion, new products, etc., through the company website. The development of e-commerce through the internet has prompted many retailers to establish websites that allow customers throughout the world to order meals online. Those retailers who establish online internet sites find that they have a competitive advantage over those retailers who opt out of creating a website.
Technology has had and will continue to have a profound impact on the industry. On a practical level, high tech applications have already helped operators improve ordering functions, ticket times, inventory control, kitchen organisation and accuracy, bookkeeping tasks and the capture and the timely reporting of operational information, just to name a few. In the near future, it may be possible for even the smallest operators to do their bidding, ordering and product procurement electronically, over the internet. Once the product is received, checked-in and compared to the order, inventory levels will be adjusted, product prices brought current and up-to-the-minute recipe and ideal food costs available, to operators with no human intervention (Sigala, 2015) . The virtual value chain is creating new ways of thinking about, developing and expanding business opportunities.
Most of the QSRs have started testing a system known as 'HyperActive Bob', which is designed to automate kitchen production operations. The unit is usually placed on the roof of the restaurant to monitor the number of cars entering the parking lot. Not only this, the system also tracks real-time sales and forecasts customer orders, and sends alerts to the kitchen staff of the menu items to be required. These add value to the fresh meals and shorter waiting times (Tasoulas, 2007) .
Problems of IT adoption
Although implementing IT in the fast food industry has shown great success, there also lie some challenges. Developing IT infrastructure throughout the global supply chain is still a work-in-progress. Although dominant market players like McDonald's and Yum! Brands are ahead in this race, this is yet to trickle down to the smaller firms. In order to stay competitive in the global market, it is critical that retailers make the investment for an IT system that will facilitate communication and coordination of all activities throughout the global supply chain. An adequate IT system should include functions that handle logistics, inventory management, warehouse management, and distribution. IT adoption usually changes ways of working; this is a huge change management process and if the employees are not well trained with the system in place, the whole work flow may be disrupted. Apart from these, the problem of security over the internet is always an issue with IT adoption. Franchise businesses are particularly at risk primarily because franchises tend to have the same POS system duplicated at all locations. If a cybercriminal can figure out a way to breach one, in all likelihood, they can replicate the attack at other locations. People say, machines are smarter than humans. Problems arise when there is a system glitch and this affects the whole system, stopping the work entirely and hampering productivity.
Conceptual model
The players of the fast food industry have also started exploiting the virtual value chains. Leading players like McDonald's and Yum! Brands have adopted value-adding information processes in three major stages. First, through visibility, by creating websites of their own, where information on the company, its products and promotions and even career opportunities are shown. Next, through mirroring capability, these companies have stated a parallel value chain in the market space. And finally, through the e-value chain, companies have established new customer relationships to deliver values in new ways (Rayport and Sviokla, 1995) . Zabeen and Wei (2013) developed an electronic value chain model by modifying Michael Porter's value chain model, which is based on the process view of organisations. The idea is to see the organisation as a system, made up of subsystems each with inputs, transformation processes and outputs.
In this paper, we adopted a new concept of the customer chain, which entails both the internal and external customers. In the fast food restaurant industry, the external customers are the direct consumers of the products and also, the suppliers and vendors that provide the raw materials and other condiments. The internal customers for this industry would be the people who work inside the company, who are directly involved in making the products and "rely on the company for the services, products, and information they need to get their jobs done" (Wei et al., 2006) . Overstreet and Wei (n.d.) define customer chains as "provider-customer links, extending from origin of a product or service through sale to the end consumer and on to post-sale service". Every employee has a customer-the next process, or where the work goes next. Also, each employee is a customer of the previous process. Employees feel more responsible and connected by utilising customer chains. The primary goal of customer chain in fast food industry is to meet and exceed a customer's expectations through high level of food quality, high level of service, low costs, speedy response, and consistent value-addition. To have an inclusive definition on customer chain, both the B2B and C2C components need to be included. A customer chain includes the external coordination of business activities which transform the raw materials into finished goods; the second level is the internal operations of each business within the supply chain working to provide a good or service to the next process (Wei and Pfitscher, 2005) .
Electronic (E-) customer chain, which is a customer chain linked electronically, allows B2B and C2C customers to communicate in a more smoothly and efficiently. The e-customer chain benefits both a fast food restaurant company and its suppliers and help company's inventory management through the convenience, reliability, and availability of providing the necessary raw materials on time. In addition, the e-customer chain allows business to monitor customer's demand in a more effective and efficient manner.
Under the e-customer chain, B2B customers communicate through an extranet while the employees of each business use an intranet to communicate. Figure 1 shows the e-customer chain for the fast food restaurant industry. The external e-customers directly purchases the products or service from a business enterprise, like the end e-consumer or in the situation that an independent operator sells its product (raw materials, or other materials needed in the production of meals in fast food restaurants) to the company. In fast food restaurants, vendors, distributors, and suppliers are the primary e-customers who now use IT to better run their systems. There are primarily three types of inventory management systems in the fast food industry: Manual (counting every item manually every week), mixed POS (Point of sale refers to the computer system used to order food and drinks as well as settling all checks, combined with manual checking), and fully integrated systems (including ordering/shipping system and electronic physical inventory system) With evolving trends of using IT, now these processes have been simplified. Efficient food response (EFR) system is a prime example that fast food restaurants now use. This IT system speeds up ordering and inventory management, freeing more time to serve customers. It also results in on-time and more accurate deliveries, reducing warehouse levels (Sheridan and Matsumoto, 1999 ).
An internal e-customer is a group in the distribution channel that receives processes, products, and services from others in the organisation. Procurement and planning teams in organisations are using online ordering systems and have effectively improved relationship with distributors and vendors. "McDonald's already has seen dramatic improvements in its European operations using the online ordering technology. The company has reduced raw waste by 30%, inventory by 30%, and store transfers from 8% to 4%" (Hickey, 2004) . After an online order has been placed by a store, online systems are in place to track the order until delivered to the store. Then through a mix of automated and manual production processes, the raw materials are transformed to finished products, ready to serve the end consumers.
Implementation of IT has optimised business processes and shortened cues! The company's IT infrastructure and internet capabilities help in sharing information with each member of the customer chain and also helps in increasing productivity, eliminating waste, and reducing costs.
Methodology
Implementing e-chains in the business has become a crucial step for the success of the business. To be at pace in this race of IT implementation, most of the companies are inclining towards implementing an effective e-chain. Zabeen and Wei (2013) developed a set of business-to-business items based on an electronic value chain model. Different e-business solutions have been identified based on literature review and discussions the e-value chain and e-customer chain (Zabeen and Wei, 2013) . The different possible relationships can be categorised by four e-business categories: business-to-business (B2B), business-to-consumer (B2C), consumer-to-business (C2B), and business-tointernal (B2I). These solutions cater to needs of both the internal e-customers and external e-customers and the company can optimise its business processes and make a better use of its resource, which will eventually minimise costs, eliminate waste, improve productivity, and reduce the disequilibrium in demand and supply. There are about 12 business-to-business solutions (A1 to A12), 14 solutions in business-to-customers (B1 to B14), 3 solutions in customer-to-business (C1 to C3), and 5 solutions in business-tointernal (D1 to D5) (descriptions provided in Table 1 ). 
A12

Electronic data interchange
Help in transfer of electronic documents or business data from the one company to another
B2C business to customer
B1
Customer relationship management
Provide options for customers to leave their information, so that the company can send them promotional offers, wish them in their special occasions, etc.
B2
FAQ Provide online interactive frequently asked questions and concerns
B3
Online newsletters Provide up to date information about the companies' activities, performance, and upcoming products
B4
Reward programs Allow customers to get insight into personal reward systems to check its balance, get information about the redeem options and exchange credits or certain rewards
B5
Online meal promotions Provide news about promotions or discounts
B6
Online career options (vacancies, job applications)
Provide options for customers to look through current jobs in the company and apply for vacant positions
Provide an e-version of the menu to help in online ordering
B8
Location search Helps customers find the nearest store location 
No. E-business item Description
B9
Services options
Provides options for customers to access gift cards, discounts
B10
Online reservation Provides options for customers to book venue for parties or events
B11
Cell phone applications
Send offers and news through cell phones; interactive games, news etc.
B12
Social media (Facebook/Twitter) Connect and engage with customers, provide them a platform to share their experience with the store, food
B13
Links to related websites
Provide links to partners' websites that relate to its business
B14
Nutritional information
Provide details about the health and nutrition the food has C2B consumer to business
C1
Voluntary customer review
Allow customers to provide feedback and review through interactive web pages
C2
Customer idea page Provides consumers a platform to share useful ideas for new product development Provide knowledge management information system to share knowledge from intellectual and knowledge-based assets, involving sharing among employees, departments and other related companies
C3
D4
Virtual team work Help employees connect and engage with each other, even across countries
D5
Inventory management systems
Help to identify inventory requirements, set targets, and report actual and projected inventory status. It can help the company to optimise the inventory levels, eliminate stockouts, and increase sales Table 2 shows the mapping of the e-business solutions to the e-customer chain of the fast food restaurant. The check marks in Table 2 indicate that there is a relationship between the e-business solution and the e-customer chain activity. The findings are stated below: Table 2 Mapping of E-business solutions to E-customer chain in fast food restaurant industry (see online version for colours) Table 2 Mapping of E-business solutions to E-customer chain in fast food restaurant industry (see online version for colours) (continued)
Value chain activities External e-customers
Internal e-customers E-ordering E-transportation E-distribution
End customers Consumers
B2B A1 √ √ √ √ A2 √ √ √ √ √ A3 √ √ √ √ A4 √ √ √ √ A5 √ √ √ √ A6 √ √ √ √ √ A7 √ √ √ √ A8 √ √ √ √ A9 √ √ √ √ A10 √ √ √ √ A11 √ √ √ √ A12 √ √ √ √ B2C B1 √ B2 √ B3 √ √ √ √ √ √ √ B4 √ B5 √ B6 √ B7 √ B8 √ B9 √ B10 √ B11 √ B12 √ B13 √ B14 √ C2B C1 √ C2 √ C3 √
Value chain activities External e-customers
Internal e-customers E-ordering E-transportation E-distribution
End customers Consumers
Most of the B2B solutions are value-adding for the supply side of the chain (e-ordering, e-transportation, and e-distribution) and the external e-customers of the chain. These B2B solutions facilitate communication between these chains and thereby ensure ontime and correct deliveries. Without these, a consumer in the shop could never have his or her burger minutes after placing the order! These real time solutions indeed yield a faster and more efficient business performance. The consumers (who directly consume the products) can better enjoy the value provided by the B2C solutions like reward programs, online party reservations, meal promotions, etc. With these, they can get up-to-date company information and feel connected to the company. Again, with the C2B solutions, the consumers can help the company as well through sharing their reviews, experiences or any new product idea that can give the company an edge compared to its competitors.
The internal e-customers are benefitted with the B2I solutions and can optimise their performance with these. Based on the information from QSR rankings of 2011-2014, the top 20 dominant companies in the fast food restaurant industry in USA are investigated. The rankings of the restaurants are not based on the revenue only, but are on a combination of factors including food quality, service, menu innovation, and overall performance (QSR Magazine, 2010) . The notes in Table 3 show these companies.
To identify the implementation pattern of e-business applications, all the top 20 fast food restaurants (based on the ranking of QSR magazines) were chosen, which represents a dominate portion of market sales based on the sales. Hence, this sample has a good representation of the fast food industry. The top restaurants were analysed on their utilisation of B2B applications. Table 3 illustrates the dominant 20 fast food restaurants and their association with various e-business applications. A score of '1' was assigned to the companies with full implementation and utilisation of the application at hand. A score of '0' indicates no sign of implementation of the e-business application. The percentage total shows the progress of implementation of each system overall for the six companies. The subtotal shows the overall implementation of each system for each of the six companies. Data included in Table 3 were collected by visiting each company's website. Table 3 Application of E-business solutions in 20 top companies in the USA (see online version for colours) Table 3 Application of E-business solutions in 20 top companies in the USA (see online version for colours) (continued)
Table 3
Application of E-business solutions in 20 top companies in the USA (see online version for colours) (continued)
Findings
In Table 3 , the e-business standard items can be classified into three categories. The first category contains most e-business items with 50% implemented such as A2, A4, B5-B8, B12-B14, C3, and D1-D3. Majority of these are from business-to-customer. The second category contains median e-business items with 30-40% implemented such as A1-A10, B1, B3-B9, B11-B14, C3, and D1-D5. The third category contains least e-business items with less than 30% such as A11-A12, C1-C2, B2, and B10. According to Table 3 , these top 20 companies can be classified into three clusters. The first cluster implements above 90% of these e-business items such as McDonald's and Papa John's. The second cluster implements between 75 and 90% of these e-business items such as Subway, Wendy's Starbucks, Taco bell, Dunk in Donuts, Pizza Hut, KFC, Sonic, Chick-Fil-A, Domino's Pizza, Arby's Dairy Queen, and Popeyes. The third cluster implements below 75% e-business items such as Burger King, Panera Bread, Jack-in-the-Box, Chipotle Mexican Grill, and Hardees.
The companies that implemented more than 90% of e-business items are 
Discussion, implication, and conclusion
This paper develops an e-customer chain in terms of e-business to show how IT could be adopted in the fast food restaurant industry. The analysis of e-business is classified as business-to-business, business-to-customer, customer-to-business, and customerto-customer. Items in these four e-business types are classified to show the IT solutions in fast food restaurant industry. The analysis of these items was performed on the top 20 dominant companies in the US fast food restaurant industry to illustrate the current status of IT adoptions in e-business. The results of this study are beneficial to decision makers and managers in the fast food restaurant industry to make better decisions on e-business and IT adoptions. The top fast food restaurants have interactive corporate websites to attract new customers and retain new ones. These companies have leveraged on the powers of IT and are building their future strategies on this. They have optimised the use of internet through online menus, career options, store locators, newsletters, and online meal promotions to provide their customers with information at the finger tips. Social media has also become a widespread platform to connect with customers. Social networking sites like Facebook and Twitter are linking millions of customers and these fast food giants. Each of the top companies has links to these social media, which is indeed very impressive. Keeping consumer concerns about nutrition and healthy menus, these restaurants have well-developed nutritional information sections in all of their corporate websites. Through various e-business applications, these fast food restaurants are fully adding value to their quality, customer service, and nutritional dimensions of the business. Online menus are a common practice among all because food is the core essence of all these fast food players. Apart from customers, the fast food restaurants are also focusing on optimising the e-business solutions to maintain their supply chain management and business partners. Although not all the restaurants have e-procurement and ERP systems in place, this trend has already started in this industry. Most of the restaurants are adopting an integrated system to support different functions, but there is a scope of improvement.
Unfortunately, there are many e-business items which have not been fully implemented by the top restaurants. These items include: website translators (A11), FAQs (B2), online reservation systems (B10), and customer idea page (C2). Surprisingly, even the market leader, McDonald's, has none of these items in their e-business applications. Unlike the other top companies, McDonald's does not even have an online rewards program for its customers. Translators have become crucial for all the websites since these restaurants are expanding globally. This is a feature which binds customers all over the world and gives an edge over the competitors. Customers are kings for these fast food giants. They should incorporate and engage more with them through idea pages and other interactive applications, through which the customers will feel a part of the company and stay loyal. These items play a significant role in this modern era of IT, and leveraging on these would create additional value for the business to have a competitive edge. To continue their existence in the highly competitive fast food industry, these companies need to revamp their systems and include highly important tools like extranet, e-portals and other information systems. They should incorporate inclusion of ERP systems as a part of their long-term goals.
Apart from corporate websites and email usage, some top fast food companies indeed have to gear up. With average scores in most of the B2B solutions, these companies have a lot to achieve. Unfortunately, very few of their websites have translators. Translators have become crucial for all websites since restaurants are expanding globally. Little effort has been given to ERP and e-procurement. The importance of these tools is yet to be understood by these companies. The above low-scored items play a significant role and can fully transform the operations, which would help the companies to fully be in line with industry trends and practices. A lot of attention should be given to these items. These companies should understand the importance of these tools in the modern ways of operations.
The revenue of the fast food industry over the last 10 years has been consistently growing. Despite the weak economy and less consumer spending, this industry has been fighting the strong headwinds. Continued menu innovation, consistent food quality, innovative promotions, and a remarkable customer service have led to the success behind this trend. The widespread adoption of IT in this industry is also a major factor behind this success.
The US fast food industry has emerged as one of the leading industries in the country. It has been witnessing consistent growth for the past few years. Leading industry players are readily spending on promotional activities to expand their business which, in turn, boost the nation's fast-food industry. The industry holds promising growth prospects for both existing and new players. To support this evidence, we have done an extensive research and analysis of different segments of the fast food industry. The baseline for the optimistic future outlook of the US fast food industry is the rise in number of product varieties offered by the players. These players have started going for international expansion and are offering discounts and combos to raise revenue from all the corners. Incessant efforts reflect the success of this industry. However, despite the trend of e-business applications in this industry, there is a lot of scope for improvement in this sector. Although the market leaders are well ahead in utilising their e-value and e-customer chains, they have more areas to explore and implement. But the good part is these players realise the impact of IT in the industry and are ready to invest additional millions in developing the latest infrastructure and is not ready to compromise on any cost. They recognise that to be at pace with the emerging trends of IT, they need to be in parallel with these. Optimising value chains and implementing the required e-business applications can surely shed more light on the path of success for this industry.
Currently, there are no existing standards on the electronic business implementations in the fast food industry. This research proposes a set of solutions that can be reflected in Table 1 for the development of standards. Future research is to develop standards on e-business standards as well as on the Federal (such as FDA), State (such as state health departments), local agency (such as municipal departments), and other professional groups (such as restaurant associations).
